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ABSTRACT

This research paper interests to learn factors which are influencing silver jewelry
buying decision of Thai consumers in Silom area, Bangkok. The research objectives are to study
influencing personal factors such as age, gender, education, occupation, income level, and marital
status, towards silver jewelry buying decision of Thal consumersin Silom area, Bangkok. Second
is to study the marketing mix strategy such as price, product, place, and promotion, towards silver
jewdry buying decision of Thai consumersin Silom area, Bangkok. Third is to study the relationship
between characteristic factor and silver jewelry buying decision of Thai consumersin Silom area,
Bangkok.

This research uses quantitative method in order to approach the respondents of Thai
consumers in Silom area, Bangkok. Data were obtained from online questionnaires were usable for
this study. There were t-test, One- way ANOVA, and regression analysis. There were 53% female
and 47% female. Most respondents were age between 21- 30 years old. Mostly is employee of private
sector. 77% have monthly income from 30, 001 Baht and above.

In this research study finds that most consumers prefer to buy ring and prioritize mostly
on design. These consumers mostly buy silver jewelry for their personal use. The amount spending
of each purchase was less than 3, 000 Baht, including receiving news and information about silver
jewelry viainternet.

As a result after the data analysis was done, there were 4 factors (product, price,
place, promotion) used and they have shown no relationship towards silver jewedry buying decison of
Thai consumersin Silom area, Bangkok.
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CHAPTER
INTRODUCTION

From the past to present, Thai Jewelry Industry has proven itself with the
improvement of their ability to compete within the international market, especialy those
who use precious metal as their major raw material in production. With the dramatic
changes in gold price, consumers tend to change their consumption behavior. In the
past, consumers buy finished product for gold jewelry as an investment. However, that
kind of behavior has changed. Consumers, this day, buy gold as an investment but in a
form of gold bar or gold future.

Therefore, this gives an opportunity for sterling silver to be an aternative
metal in making jewelry. Though, sterling silver is considered as a second class precious
metal, its price is also differing from the old days. The high end designer brands such
as Cartier, Gucci, Bvlgari or Chanel are also offering their collections which are made
from sterling silver. (Jewelry Art& Design Journal, 2004). However, the lower cost of
sterling silver is still much lower in comparison to gold. This unique characteristic of
sterling silver lifts up the constraint from designer’s ability to create an extravagance
design. Therefore, it is an indication of a new future for silver jewelry.

Relating a deep ancient tradition, excellent craftsmanship and modern
technology, Thailand' s jewelry industry stands out among the world' s finest. With natural
resources and world class production competency, the country is aleader in innovative
design and quality control. Thailand’s has arich history in gems and jewelry. Y ears ago,
Thais drew from their natural artistic talent and started incorporating gemstones like
rubies and sapphires resources into jewelry. Gold and silversmiths aso began practicing
their skills.

As practitioners applied skills handed down through generations, a small
house industry formed in various provinces, with the business aspects gradually blending
in Bangkok. Overtime, modern advancements in manufacturing techniques helped the
country gear up asagloba production and trade capital. Today, Thailand' s jewelry industry



features more than 1,600 enterprises. The country is the world's no 1 producer of silver
jewdry. In Bangkok, the jewdry district offers a high concentration of makers, wholesaers
and retailers. Among the district’s major areas, Charoenkrung and Silom specialize in
design of silver jewelry.

Hence, silver jewelry in Thailand usually starts from a household, then to
SME, then to medium size business and reach to be a larger enterprise which is one of
the important industries for the country. Silver jewelry has its potential forward not
only in Thailand but also in term of exporting abroad. This is because of the quality of
Thai workmanship such as designers or delicately skilled silversmiths.

This research paper interests to learn factors which are influencing silver jewelry
buying decision of Thai consumers on Silom area, Bangkok. It looks forward to a good
understanding of what factors are influencing silver jewelry buying decision of Thai
consumers on Silom area, Bangkok. Hopefully, thiswill be useful for the business owner

of silver jewelry, in order to improve their business model and strategy.

1.1 Research Question

What factors are influencing silver jewelry buying decison of Thai consumers
in Silom area, Bangkok.

1.2 Research Objectives

1. To study an influencing personal factors such as age, gender, education,
occupation, income level, and marital status, towards silver jewelry buying decision of
Thai consumersin Silom area, Bangkok.

2. To study the marketing mix strategy such as price, product, place, people
and promotion, towards silver jewelry buying decision of Thai consumers in Silom
area, Bangkok.

3. To study the relationship between characteristic factor and silver jewelry

buying decision of Thai consumersin Silom area, Bangkok.



1.3 Scope of the Research

The scope of this research focuses on Thai consumersin Silom area, Bangkok,
and the influencing factors on their silver jewelry buying decision. The sample group
will be those specifically selected, which is the group of Thai consumer who buy silver
jewelry in Silom area, Bangkok. The purposive sampling will focus on the jewelry stores
in Bangkok. The convenience sampling will focus by the use of questionnaires to the

publics. Importantly, there are variables to pay attention as indicate below.

1.4 Significance of the study

1. The result of this study will be useful to the marketing plan and to
respond in the effective manner to the needs of Thai consumer.

2. The result of this study will be useful for the silver jewelry stores in

Bangkok as well as for the jewelry business owner.



CHAPTERIII
LITERATURE REVIEW

2.1 925 Sterling Silver

Sterling Silver is awhite metal which can be easily bend or make as a shest,
which is considered as a precious metal. With a pure 100% silver will be too soft to make
asajewery. The name* Sterling Silver” comes from name of “Estering”. Thisisthe name
of acompany caled “Eastern Germans’, which King Henry 11 of England hires to produce
the mint in the 12" century.

Since pure silver or 100 percent silver cannot be used in making silver jewelry.
As because pure silver is extremely soft and it can be damaged easily. This pure silver can
also get very soft, even in conditions of normal temperature. Therefore, 925 silver is used
and not the pure form of this precious metal. 925 silver is a standard percentage used by
slversmiths.

The method silversmiths use to increase the strength of the metal consists of
adding other materias to silver. The life span of the jewels made of silver depends on this
process, as problems like softening can make them lose shape. By combining pure silver
with dloys, the silversmiths make pieces of jewelry that are more resistant damage.

One of these combinationsis known as 925 sterling silver. It isablending mix
obtained from 92.5% silver and 7.5% copper. Copper is not always used by silversmiths
and it can be replaced by other metals such as alloy. Thisis considered the best choice as
copper is cheaper than dloys.

By adding copper to silver, slveramiths have managed to obtain a highly reliable
aloy that is successfully used in the jewelry industry. The combination is very popular as
the silver craftsmen can make earrings, rings, bracelets and other pieces of silver jewelry,
knowing that their work will be resistant and durable.

Siver jewdry such as ring, bracelet, neacklace, earrings seem to have an upward
trend, because of its light and shiny color. Silver jewdry is one of the aternative metd that

do not give allergy to our skin. Therefore, consumers can wear them without any worries.
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Figure 2.1 International Bullion Price from Year 2000-Present
Source: Historical Chart: Silver (2016)

In regards to the chart above, silver price has been steady from Y ear 2000
until 2004. However, the price has dramatically increased starting around 2005 until
present. This showsthat silver is a new gold (The Telegraph: Finance, 2012).

However, from the current situation, the industry is facing a risk. The
fluctuating price of silver raw material with high percentage change. From the chart
above, in 2011, the average silver price jJump up to 65 percent from July 2010. Hence,
the price was at about USD18.33 per ounce,but up to about USD27.50 per ounce by
January 2011. However, the price of raw materials has lower level of movement as it
does now, it may cause a positive effect on the demand in jewelry consumption in the
market.

From the point of view of the major producer of silver jewelry, many see
that the popularity of silver jewelry is a short term fashion demand. However, it becomes
now aclassic demand in the market. As above mentioned of the competitive price; this
makes sterling silver jewelry to be demanded in the market. Hence, silver jewelry is
flexible. It can be use to make as high- end jewelry aswell as a costume jewelry.

Sterling silver jewelry is suitable for everyone, especialy the ladies; who
prefer affordable price jewelry and those who likes to change very often. Teenager is

the main consumers of the sterling silver jewelry. They are those who like to try new



things and like to change very often as well. More men aso wear jewelry. This day men
wear ring, as well as cufflinks which made from sterling silver as well.

In regards, the domestic market for sterling silver jewelry; it is categorised
as an inferior goods, and depends on the level of customer satisfaction. Most consumers
are those with middle income and foreign tourists. Placesto find sterling silver jewelry
are Chiang Mai, Department Storesin Bangkok, Jatuchak Weekend Market, and Silom.
International Market, the United States of Americais the biggest exporting market of
Thai sterling silver jewelry. Thisis because of their popularity and buying power. Thai
silver jewelry shares about 22% of the market, second to China. Japan is the thrid
biggest market for Thai silver jewelry, and the biggest market in Asiafor Thailand.

2.2 Decision Buying

Scott, Vinson, & Lamont (1997) “For some time it had been understood
that different value orientations cause variations in preferences for products and brands’.
Values of both consumers and marketers are differ by their culture and background.
Since the core of marketing is to deliver value to the customer, therefore, company
needs to understand this logic.

There are complex internal and external forces influence consumer choices.
These forces together with a company’s marketing activities affect the purchasing
decision process.

Internal forces affecting consumer choices are personal attributes and
psychological attributes. Personal attributes are the concept of self, personality, and
identity which are centric to the buying behavior of consumer. This personal attributes
are, sometimes, being referred as demographics. The American Heritage Online Dictionary
(Marshall & Johnston, 2010) defines as “ The characteristics of human populations and
population segments, especialy when used to identify consumer markets.” Personal
attributes such as age, education level, occupation, income, lifestyle and gender play
critical role in consumer decision making, affecting information search, as well as product
choices and decision. For example, purchase behavior is shaped by an individual’s
stage of life, and with specific aspects of the marketing mix change from one generation

to the next. Changes in life cycle formed an individual’ s buying habits. Occupation is



the second entry for this personal attributes. People are often and likely influenced by
their work environment. Within this peer pressure, individuals develop similar interests
and purchase behaviors.

In regards to psychological attributes, on the other hand, buying behavior
is learned in the context of a particular social system. This includes learning, personality,
perception, attitude and motivation. Firstly, (Marshdl & Johnston, 2010) define “Learning
as any change in the content or organization of long term memory or behavior. Most
behaviors from consumer is learned through their life experiences, persond characteritics,
and rel ationships.”

Secondly, personality is broadly defined as the sum of characteristics of
being aperson. On other hand, the definitions of personality in decision buying behavior
as those who have distinct personalities that influence their buying behavior. (Church,
2006) “The person’s distinguishing psychological charcateristics that |ead to relatively
consistent and enduring responses to his or her environment.”

Thirdly, (Marshall & Johnston, 2010) “perception drives attitudes, beliefs,
motivation and behavior. Since each individual’s perception is unique, everyone's
perceptual response to the same redlity isvary”. Thisis because an individua’s perception
is their redlity. In other word, perception is of what a picture depicts. People learn the
systems of seeing, and these systems are formed by the social environments that teach
them what to look at and how to look.

Fourthly, an attitude, which is defined by (Fishbein & Ajzen, 1975) as a
“learned predisposition to respond to an object or class of objects in a consistently
favourable or unfavourable way.” Therefore, attitudes are learned and influenced by
new information. Attitudes can also be positive or negative.

Lastly, (Cardwell, 2000) motivation can be defined as the internal state of
an organism that drivesit to behave in a certain way. There are 3 types of motivation.
The first is so- called primary drives. It is psychological which underline the importance
to the organism. Second is so-called external drives. Thisis a behavior process which
drives through learning. Thirdly is to foucs on psychological which tend to apply to
complex human behaviors.

External forces shape individual wants and behavior, especialy the buying

decision. There are three factors which have the most significant impact on cosnumers



buying decision making. The first is cultural factors. People respond to the culture in
which they live. People learn from culture as it teaches values and product prefernces
which affects on perceptions and attitudes. (William, 1991 August) “People across
cultures can do the same thing for different reasons or motives, and people in different
countries may do different things for the same reasons.” Thisis because peopl€e' s behavior
is determined by their surroundings and the context in which they make decisions.

The second factor for the external force is situational factors. Thisis time sensitive and
also difficult to contral. It involves with physical surroundings, personal circumstances
and time.

The third is socid factors. People are affected by various socia factors, such
as, family, socia class, aswell as reference group. (Marshall & Johnston, 2010) “Families
are the single most important buying group and they influence the consumer choice
process. The family unit is the most influencial teacher of cultural values.” Also, the
social class, it is aranking of individuals into harmonized groups based on demographic
characteristics such as age, education, income and occupation” (Marshall & Johnston,
2010).

Everyday, people make a number of buying decisions. People are choosing
products as a result of a decision making process. There are five steps in the process.
The first is Problem recognition. Every buying decision made is initiated by a problem.
Problems are the result of differences between a person’s real state and preferred state.
For example, Someone is thirsty (rea state) and wants some drink (preferred state).
Once the problem is recognised; then the next step is to search for information. People
seek information to simplify the best decision. However, sometimes consumers move
from many optionsto a more restricted avareness set and from there to afina consideration
which a decision is made. Then the end result of evaluating aternativesis an intended
purchase option. Once the product is purchased, consumers begun to evaluate their
decision. There attitude will change as they experience and interact with the product.

In Maslow’ s hierachy of human needs, there are 5 hypothesises.

1. Humans have an ever ending needs.

2. Their needsvary.

3. Humans prioritize their needs.

4. Their needs will fade away once humans are satisfy with them.



5. Humans move on to their next need’s number as Maslow has sort them

into 5 levels.

5.1 Psychologica Needs, the basic needs such as food, place to live,
medication, and cloths,

5.2 Safety and Security Need such astheir job security.

5.3 Social Needs or so called Love Belongingness Need. Humans need
to be presence in the society.

5.4 Esteem Needs. Thisincludes self esteem, recognition and status.

5.5 Sdf Actualization. Thisisregard to personal achievement.

2.3 Marketing Mix

Marketing Mix is defined by (Kotler & Armsirong, 1996) as a et of controllable
marketing tools that a company uses to create a desired respond in the targeted market.
This marketing mix is also called 4Ps.

1.3.1 Product

Product is somegood or service that a company offers in the market (Kotler,
Armstrong, Wong, & Saunders, 2008). Product is something that can be offered to the
customers for attention, acquisition, or consumption and satisfies some want or need
(Kotler, Armstrong, Saunders, & Wong, 1999). Kotler, Armstrong, Wong, & Saunders
(2008) Kotler suggests that a marketer should build an actual product around the core
product and then build augmented product around core and actual product. Core Product
refers to the problem-solving services or core benefits that customers are getting when
they buy some product. On the other hand, actual product refersto a product’s parts, level
of quality, design, features, brand name, packaging and other featuresthat are combined in
order to deliver the core benefits. Augmented product means associating additional

benefits and services around the core and actual product.
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1.3.2 Price

Price iswhat a customer have to pay to acquire a product, or cost of a product
to a customer. Price is considered to be the most significant factor that affects consumer’s
choice (Kotler, Armstrong, Saunders, & Wong, 1999)

1.3.3 Promotion

Kotler defines promotion as the activities a company performs in order to
communicate to its existing and potential customers. Multiple channels are used to
communicate to different parties (Distributors, customers) and different means could
be used to do promotion. (Kotler, Armstrong, Saunders, & Wong, 1999)

1.3.4 Place
Place refersto the availability of the product to the targeted customers (Kotler,
Armstrong, Saunders, & Wong, 1999).

2.4 Bangkok

Bangkok does represent Thailand, in a confused and complex way, the capita
is shaped by ways of life and power structures which have developed in Thai society at
large. According to the United Nations, Bangkok has always been the dominant urban
center of the country in terms of population of its national urban population (56 percent)
of any capital city in the world.

Bangkok continuously gives birth to new social groups, new meanings and
symbols, new institutions and fshions. Even the critique of life in Bangkok society as
damaged and corrupted is born in the city itself, and can only be understood in reference
to the dynamics of change in Bangkok (Korff, 1996).

Over the past decades, Bangkok has been evoked and implicated in debates
and commentaries on the questions of social commentaries on the question of social,
cultural and economic transformation. Bangkok can be represented in essentialy empirica
terms, through reference to land uses, population settlement, growth and densities and
economic functions. Bangkok is used as a metaphor to represent the metropolis as a

socio-spatial phenomenon (Askew, 2002)



2.5 Thai Silver Jewelry: Import and Export Performance

“Thai gem and jewelry export value grew by 3.42 percent while the import
value dowed down 48.55 percent with unwrought or semi- manufactured gold and silver,

as the main product for both export and import” (Thailand's Gem and Jewelry Import-

Export Performance in 2013-2014, 2016).
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Figure 2.2 Thailand’s Gems and Jewelry Import- Export Value in 2005-2014

Source: Thailand's Gem and Jewelry Import- Export Performance in 2013-2014 (2016)

Gem and Jewelry was the third major category of export products, measuring
for 4.42 percent of Thailand' s total export value. If to focus at Silver Jewelry specificaly,
it has achieved a steady growth. The main export markets are such the United States,

Denmark, Germany and Australia.
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Table2.1 Thailand’s Gem and Jewelry Export Value from January to December
2013-2014

Value (Million USD) Share (Percent) Change
Category

Jan-Dec 13 Jan-Dec 14 Jan-Dec 13 Jan-Dec 14 | (Percent)




2.6 Conceptual Framework

13

Conceptual framework of Silver Jewelry Decision Buying Behavior of Thai

Consumers on Silom area, Bangkok.

Independent Variables

Individual Factors
e Gender

e Age

Education Level

:

Occupation

Monthly Income

Marital Status

Domicil

Marketing Mix Factors
e Product
e Price

e Place

Promotion
People

Figure 2.3 Conceptual Framework

Dependent Variables

Silver Jewelry Decision Buying
Behavior of Thai Consumerson
Silom area, Bangkok.
Types of silver jewelry preferred.

Silver jewelry buying decision.
Reasons of buying descion.

Place of purchase.

Influencial person towards buying
decision.

Frequency of purchase.

Value for each purchase




14

CHAPTER 11
RESEARCH AND METHODS

This paper isto find factors influencing silver jewelry buying decision of
Thai consumers on Silom area, Bangkok. In order to do so, there are proceduresto follow.

1. Target Population

2. DataColletion

3.1 Target population

3.1.1 Population
Thiswill be those Thai consumers on Silom area who buy silver jewelry in

Bangkok.

3.1.2 Sample Group

The sample group in this research paper is Thai consumers on Silom area
who buy slver jewery in Bangkok. Taro Yamane sample Size, purposive and convenience
sampling will be used. This will be done by setting up the 90% confidence level with
200 sample populations.

Cochran (1963) Cochran developes the formula to measure the large sample

group as following:

P(1-P)Z?
e

The probability sample is set to be 0.10; the confidence level is 90%; and

the standard error is 0.10. Thiswill give us the size of sample group of 200 units.
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= Sample group
= Selected sample group
= Confidencelevel (Z isequivalent to 1.96 or 90% confidence level)

= Standard error

2.1.3 Sample Selection
Convenience Sampling. Thisisto giving out questionares to general public

of Thai consumers, viaonline survey.

2.1.4 Research Design

Set of questionares will be used as atool for this research. However, the

guestionare will be formed in Thai. Thiswill be more convenience for all education

level of respondents. Content analysis method will be used to analyze the data, to generate

the resultsfor further conclusion and suggestion. The questionare will be put into 3 parts.

Part 1 will focus on the personal details of the respondents. There will be 6

guestions as following:

© 0 &M 0 NP

Gender

Age

Marital Status
Education Level
Occupation
Monthly Income

Part 2 will focus about the information of silver jewelry buying behavior

of participants which are Silver Jewelry Buying Decision of Thai Consumersin Silom

area, Bangkok. There will be 8 questionsin this part as following:

1

N o g~ w0

Types of silver jewelry participants mostly buy.

Factors which are mostly prioritize.

Reasonsto buy silver jewelry.

Influencial person towards silver jewelry buying decision.
Preferred place to buy silver jewelry.

Frequency participants buy silver jewelry per year.

Amount of spending in each buy of silver jewelry.
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8. Information about silver jewelry.

Part 3 will focus on the marketing mix which is Silver Jewelry Buying

Decision of Thai Consumers on Silom area, Bangkok.

There will be 26 questions that use a Likert rating scale with 5 levels of

scoring.
Highest Level of Agreement
High Level of Agreement
Mid Level of Agreement
Low Level of Agreement

Lowest Level of Agreement

Ranking
Ranking
Ranking
Ranking
Ranking

I
L N W b~ O

Then, these score rankings will be analysed by interval scaling:

(5-1)/5
= 08

Average score ranking will be as following:

Average Ranking 4.50 — 5.00
Average Ranking 3.50 — 4.49
Average Ranking 2.50 — 3.49
Average Ranking 1.50 — 2.49
Average Ranking 1.00 — 1.49

3.2 Data Collection

Higest Ranking — Lowest Ranking)/ Class Interval

Highest Level of Agreement
High Level of Agreement
Mid Level of Agreement
Low Level of Agreement

Lowest Level of Agreement

The questionares will be send out to the general public, specifically only to

Thai citizens on Silom area, Bangkok. This will diversify the data from many lifestyles

of the corespondents.

3.3 Dataanalysis

1. Datawere determined by the computer program, SPSS for Windows by

presenting the findings.
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2. One-way Anova was used to find the relationship between 2 variances;
dependent (silver jewelry buying decision of Thai consumersin Silom area, Bnagkok)
and independent (marketing mix factors; product, price, place and promotion).

3. Multiple regression was used to predict of two variables, dependents
(glver jewdry buying decision of Thai consumersin Silom area, Bangkok) and independent
(marketing mix factors; product, price, place and promotion). This research uses multiple
regression to understand whether marketing mix factors (product, price, place, promotion)

can be predicted the buying decision.
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CHAPTER IV
DATA ANALYSISAND RESEARCH FINDINGS

In this data analysi's, presentation and discussion of the findings of the silver
jewelry buying decsion of Thai consumersin Silom area, Bangkok; data were obtained
from online questionnaires, atotd of 118 out of 200 questionnaires were received, however,
only 116 questionnaires were usable for this study and met the required inclusion criterion.
This represented 58% of the expected population.

Data were determined by the computer program, SPSS for Windows by
presenting the findings in the description below.

1. The first section comprises of demographic data such as gender, age,
maritial status, educational level, occupation and monthly income.

2. The second section comprises of silver jewelry buying behavior of Thai
consumers in Silom area, Bangkok.

3. Thethird section comprises marketing mix factorsin silver jewelry buying
decision.

4. Results of the silver jewelry buying decision of Thai consumers in

Silom area, Bangkok comprise of gender, age and monthly income.

4.1 Demographic data such as gender, age, maritial status, educational

level, occupatin and monthly income.

There are 6 checklist questions.

Table4.1 Showsgender of the participants

Gender Frequency | Percent | Valid Percent | Cumulative Percent
vaid [ Male 54 46.6 46.6 46.6
Female 62 534 534 100.0
Total 116 100.0 100.0
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According to Table 4.1, most of the participants are female, which is 53.40%
and the rest were male, which is 46.60%.

Table4.2 Shows age of the participants

Valid Cumulative
Age Frequency Per cent
Per cent Per cent

Valid 21-30 yearsold 64 55.2 55.2 55.2

31-40 years old 49 42.2 42.2 97.4

41-50 yearsold 2 1.7 1.7 99.1

50 yearsold + 1 9 . 100.0

Total 116 100.0 100.0

According to Table 4.2, most of the participants are 21-30 years old, which
is 55.20%; and 31-40 years old which is 42.2%. The least number of age group is 50

years old and above, which is 0.71%.

Table4.3 Shows marital status of the participants

_ : Cumulative
Marital Status Frequency Per cent Valid Percent
Per cent
valid | Single 101 87.1 87.1 87.1
Married 15 129 12.9 100.0
Total 116 100.0 100.0

According to Table 4.3 shows marital status of the participants. There are
87.1% of single status and 12.9% are married.

Table4.4 Showsan education level of the participants

, Valid [ Cumulative
Education Level Frequency | Percent
Per cent Per cent
Valid | Secondary School 1 9 9 9
Bachelor Degree 50 43.1 43.1 44.0
Higher than Bachelor degree 65 56.0 56.0 100.0
Total 116 100.0 100.0
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According to Table 4.4, most respondents were holding higher than bachelor

degree, which is 56%, and bachelor degreeis 43.1%. The lowest number for education

level is secondary school at 0.90%.

Table4.5 Showsan occupation of the participants

Occupation Frequency | Percent valid | Cumulative
Per cent Per cent
Valid | Students 8 6.9 6.9 6.9
Employee of State 10 8.6 8.6 155
Enterprise
Public Servant 7 6.0 6.0 21.6
Employee of Private 67 57.8 57.8 79.3
Sector
Self-Employ/ Business 18 155 15.5 94.8
Owner
Others 6 52 52 100.0
Total 116 100.0 100.0

According to Table 4.5, most participants are the employee of the private

sector, which is57.8% and 15.5% are self-employ/ business owner.

Table4.6 Showsa monthly income of the participants

Monthly Income Frequency | Percent valid | Cumulative
Percent | Percent

Valid |Below or equivalent to 1 9 9 9

9,000 Baht

9,001-15,000 Baht 9 7.8 7.8 8.6

15,001-20,000 Baht 6 5.2 52 13.8

20,001-25,000 Baht 17 14.7 14.7 284

From 30,001 Baht and above 83 71.6 71.6 100.0

Total 116 100.0 100.0
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According to Table 4.6, most respondents have average income a 30,001 Baht
and above, which are 71.6% and 20,001-25,000 Baht is at 14.7%. The lowest number
of income level is below or equivalent to 9, 000 Baht, which is 0.90%.

4.2 Silver Jewelry Buying Behavior of Thai Consumersin Silom Area,
Bangkok
There are checklist questions regard to the silver jewelry buying behavior

of Thai consumersin Silom area, Bangkok.

Table4.7 Showstypesof silver jewelry respondents mostly buy

Typesof silver jewelry you Valid Cumulative
Frequency | Percent
mostly buy Per cent Per cent

Valid | Ring 47 40.5 40.5 40.5
Earring 37 31.9 31.9 724
Necklace 12 10.3 10.3 82.8
Bracelet 17 14.7 14.7 97.4
Bangle 8 2.6 2.6 100.0
Total 116 100.0 100.0

types of jewelry, which is 40.5% and least buy is bangle; which is 2.6%.

According to Table 4.7, most respondents prefer to buy ring than other

Table4.8 Showsthepriority in buying silver jewelry

Factors made you mostly Valid |Cumulative
o Frequency | Percent
prioritize Per cent Per cent
Vaid | Quality 31 26.7 26.7 26.7
Design 74 63.8 63.8 90.5
Price 11 9.5 9.5 100.0
Total 116 100.0 100.0

According to Table 4.8, most respondents prioritize the design as the most

important factor, which is 63.8% and the least concern factor is price; which is 9.5%.
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Table4.9 Showsthe purpose that makes respondents pur chase of silver jewelry

Reasons make you mostly buy Valid | Cumulative
. . Frequency | Percent
silver jewelry Per cent Per cent
Valid | Persona Use 82 70.7 70.7 70.7
Souvenirs 6 5.2 52 75.9
asagift for others 27 23.3 23.3 99.1
Persona Collection 1 9 9 100.0
Tota 116 100.0 100.0

According to Table 4.9, most respondents make their puchase of slver jewelry

for their persona use, which is 70.7%. The least number in the purpose of purchaseis

for personal collection, which is 0.90%.

Table4.10 Showsthe influence person towards silver jewelry buying decision

Most influence person towar ds | _
your silver jewelry buying Frequency | Percent yeligy | Cumulative
i Per cent Per cent
Valid | Self decision 83 71.6 71.6 71.6
Parents 52 52 76.7
Siblings 9 9 77.6
Friends 34 34 81.0
Husband/ Wife 3 2.6 2.6 83.6
Boyfriend/ Girlfriend 19 16.4 16.4 100.0
Total 116 100.0 100.0

According to Table 4.10, most influence person towards silver jewelry buying

decision is salf decision, which is 71.6%.
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Where do you normally buy your Valid | Cumulative
. : Frequency| Percent
silver jewelry? Per cent Per cent
Valid | Department store 32 27.6 27.6 27.6

Weekend market (1.E. Jatuchak 22 19.0 19.0 46.6
Market)

Street side store 8 6.9 6.9 534
Online 51 44.0 44.0 974
Jewelry Store 3 2.6 2.6 100.0
Total 116 100.0 | 100.0

According to Table 4.11, most respondents prefer to buy silver jewelry
online, which is 44%, and least in number is the jewelry store, which is 2.6%.

Table4.12 Showsthe frequency of purchasesilver jewelry

How often do you buy silver Valid | Cumulative

| Frequency | Percent
jewelry per year? Per cent Per cent

Valid | Lessthan 3 times per year 84 724 724 724
3-5 times per year 18 155 155 87.9
6-8 times per year 9 7.8 7.8 95.7
9 times and above per year 5 4.3 4.3 100.0
Total 116 100.0 100.0

According to Table 4.12, most respondents buy silver jewelry less than 3

times per year, which is 72.4%, and there are 4.3% for those who buy 9 times and

more per year.
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How much do you normally Valid | Cumulativ
. . : . Frequency | Percent
spend in buying silver jewelry? Percent | ePercent

Valid | Lessthan 3,000 Baht per buy 66 56.9 56.9 56.9
3,000 — 5,000 Baht per buy 21 18.1 18.1 75.0
5,001 — 10,000 Baht per buy 14 12.1 12.1 87.1
10,001 — 15,000 Baht per buy 5 4.3 4.3 91.4
15,001 Baht per buy 10 8.6 8.6 100.0
Tota 116 100.0 100.0

According to Table 4.13, respondents spend less than 3,000 Baht per buy,
which is 56.9%; and the very least number is to spend 10,0001-15,000 Baht per buy.

Table4.14 Shows channel where respondents get information and news about

silver jewelry from

Where do you get news and _ )
. : : Valid | Cumulative
information about gems and silver | Frequency | Percent
i Percent| Percent
jewelry?

Valid | Product Catalog 13 11.2 11.2 11.2
Television 9 9 121
Magazine 6.0 6.0 18.1
Billboard 1 9 9 19.0
Internet/ Website 46 39.7 39.7 58.6
Silver Jewelry Store 42 36.2 36.2 94.8
Gems and Jewelry Fair 6 5.2 52 100.0
Total 116 100.0 | 100.0

Accoring to Table 4.14, most respondents get information and news about

silver jewelry from Internet and Website, which is 39.7%, and 0.90% of respondent

get information and news from Billboard and Television.
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4.3 Association Between Demographic Such As Gender, Age, Monthly
Income And Silver Jewelry Buying Behavior of Thai Consumers in

Silom Area, Bangkok.

Table4.15 Shows an association between gender and types of silver jewelry

respondents mostly buy

Crosstab
Gender . Types of -silver jewelry you mostly buy. Total
Ring | Earring | Necklace | Bracelet | Bangle

Mae | Count 30 2 7 12 3 54 | Pearson

% within Gender | 55.6% | 3.7% 13.0% 22.2% 5.6% | 100.0% S:?S;-re
Femalel Count 17 35 5 5 0 62 p=

% within Gender | 27.4% | 56.5% 8.1% 8.1% 0.0% | 100.0% 0.00%
Total Count 47 37 12 17 3 116

% within Gender | 40.5% | 31.9% 10.3% 14.7% 2.6% | 100.0%

*(A p-value of <0.05 denotes significance)

According to Table 4.15, types of silver jewelry respondents mostly buy
can be shown per gender as following.

Male prefersto buy mostly ring, which 55.6%, then 22.2% for bracelet and
isat very least is earring, which is 3.7%.

Female prefers to buy mostly earring, which is 56.5%, then none for the
bracelet.

Table4.16 Shows an association between gender and factors made respondents

mostly prioritize

Crosstab
Factors made you mostly prioritize.
Gender - - y .y P
Quality [ Design Price Total
Mae Count 14 34 6 54
O wnri b Pearson
% within Gender 25.9% 63.0% 11.1% | 100.0% )
Chi-Square
Female | Count 17 40 5 62 P— g53*
% within Gender 27.4% 64.5% 8.1% 100.0% '
Totd Count 31 74 11 116
% within Gender 26.7% 63.8% 9.5% 100.0%

*(A p-value of <0.05 denotes significance)
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According to Table 4.16, factors made respondents mostly prioritize can
be shown per gender as following:
Male prioritizes design more than anything else, which is 63.0%.

Female prioritizes design more than anything else, which is 64.5%.

Table 4.17 shows an association between gender and reason to buy silver jewelry

Crosstab
Reasons make you mostly buy silver jewelry.
Gender Per sonal R— asaqgift Persor@l Total
Use for otherq Collection

Mae | Count 27 3 23 1 54 | Peason

% within Gender | 50.0% 5.6% 42.6% 1.9% |100.0% S(;LT;-re
Female | Count 55 3 4 0 62 P= 00*

% within Gender | 88.7% 4.8% 6.5% 0.0% [100.0%
Total Count 82 6 27 1 116

% within Gender | 70.7% 5.2% 23.3% 0.9% [100.0%

*(A p-value of <0.05 denotes significance)

According to Table 4.17, reason to buy can be shown per gender as following:
Male mostly buys silver jewelry for personal use, which is 50%.
Female mostly buys silver jewelry for personal use, which is 88.7%.

Table 4.18 shows an association between gender and most influential person towards

silver jewelry buying decision

Crosstab
Most influence per son towar ds your silver jewelry buying
decision.
Gender -
Salf- Parents| Siblings | Friends Husband/| Boyfriend/
decision 9 Wife | Girlfriend | e
Mae | Count 2 1 0 2 3 16 Chi-
- Square
% within Gender | 59.3% | 1.9% 0.0% 3.7% 5.6% 29.6% ~
Female | Count 51 5 1 2 0 3 002+
% within Gender | 82.3% | 8.1% 1.6% 3.2% 0.0% 4.8% '
Total Count 83 6 1 4 3 19
% within Gender| 71.6% | 5.2% 0.9% 3.4% 2.6% 16.4%

*(A p-value of <0.05 denotes significance)
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According to Table 4.18, most influential person can be shown per gender

asfollowing:
Male mostly make their own decision to buy, which is 59.3%.
Female mostly make their own decision to buy, which is 82.3%.

Table4.19 Shows an association between gender and place of purchase

Crosstab
Where do you normally buy your silver jewelry?
Weekend
Gender Department mar ket S;r;:t Onlin | Jewelry
store |.E. Jatuchak e Store
( Market) store Pecarr“son
Made Count 18 10 1 22 3 Square
% within Gender 33.3% 18.5% 1.9% | 40.7% | 5.6% =
Female | Count 14 12 /A 29 0 .071*
% within Gender 22.6% 19.4% 11.3% | 46.8% | 0.0%
Totd Count 32 22 8 51 3
% within Gender 27.6% 19.0% 6.9% | 44.0% | 2.6%

*(A p-value of <0.05 denotes significance)

According to Table 4.19, place of purchase can be shown per gender as

following:
Male mostly purchase their silver jewelry from online, which is 33.30%.

Female mostly purchase their silver jewelry from online, which is 46.80%.

Table4.20 Shows an association between gender and frequency of purchase silver

jewelry per year

Crosstab
How often do you buy silver jewelry per year?
Gender Les§than . 3-5 (?‘—8 9times Total
3times | timesper times | and above
per year year per year | per year Pearson
Male Count 47 5 1 1 54 Chi-
% within Gender 87.0% 9.3% 1.9% 1.9% 100.0% | Square
Female | Count 37 13 8 4 62 P=.009
% within Gender 59.7% 21.0% 12.9% 6.5% 100.0%
Totd Count 84 18 9 5 116
% within Gender 72.4% 15.5% 7.8% 4.3% 100.0%
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According to Table 4.20, frequency of purchase can be shown per gender

asfollowing:

Male mostly purchase silver jewelry less than 3 times per year, which is

87.0%.

Female mostly purchase silver jewelry less than 3 times per year, which is

59.7%.

Table4.21 Shows an association between gender and amount spend in buying

silver jewelry
Crosstab
How much do you normally spend in buying silver jewery?
Lessthan | 3,000-— 5,001- | 10,001 - 15,001
Gender 3,000 Baht | 5,000 Baht| 10,000 15,000 | Baht per
per buy | per buy | Baht per | Baht per buy Pearson
buy buy Chi-
Male Count 23 12 8 3 8 Square
% within Gender 42.6% 22.2% 14.8% 5.6% 14.8% =
Female | Count 43 9 6 2 2 .039
% within Gender 69.4% 14.5% 9.7% 3.2% 3.2%
Total Count 66 21 14 5 10
% within Gender 56.9% 18.1% 12.1% 4.3% 8.6%

According to Table 4.21, value amount of purchase can be shown per gender

as following:

Male spend mostly |ess than 3,000 Baht per buy, which is 42.6%.

Female spend mostly less than 3,000 Baht per buy, which is 69.4%.
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Table4.22 Shows an association between gender and way which respondents get

news and information

Crosstab

Wheredo you get news and information about gems
and silver jewelry?

Gender
Product - ) ) Internet/
Television|Magazine| Billboard )
Catalog Website
Male Count 5 1 2 1 21
% within Gender 9.3% 1.9% 3.7% 1.9% 38.9%
Female | Count 8 0 5 0 25
% within Gender 12.9% 0.0% 8.1% 0.0% 40.3%
Total Count 13 1 7 1 46
% within Gender 11.2% 0.9% 6.0% 0.9% 39.7%

Pearson
Chi-
Square
P=.335

According to Table 4.22, ways which respondents get news and information

can be shown per gender as following:

Male mostly get news and information about silver jewelry from Internet/
Website, which is 38.9%.
Female mostly get news and information about silver jewelry from
Internet/ Website, which is 40.3%.

Table4.23 Shows an association between age and types of jewelry respondents

mostly buy
Crosstab
Types of silver jewelry you mostly buy.
Age > - Total
Ring |Earring|Necklace [ Bracelet | Bangle
21 - 30years| Count 26 21 7 8 2 64
old % within Age | 40.6% | 32.8% | 10.9% | 125% | 3.1% |100.0%
31-40 years | Count 18 16 5 9 1 49 Pearson
old % within Age | 36.7% | 32.7% | 10.2% | 18.4% | 2.0% |100.0%| Chi-
41-50 years | Count 2 0 0 0 0 2 Square
old % within Age [100.0%| 0.0% 0.0% 0.0% 0.0% |100.0%| P=.943
50 yearsold +| Count 1 0 0 0 0 1
% within Age [100.0%| 0.0% 0.0% 0.0% 0.0% (100.0%
Tota Count 47 37 12 17 3 116
% within Age | 40.5% | 31.9% | 10.3% | 14.7% | 2.6% |100.0%
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According to Table 4.23, types of silver jewelry respondents mostly buy

can be shown by age group as following:

Age between 21-30 years old, mostly prefer to buy ring, which is 40.6%.

Age between 31-40 years old, mostly prefer to buy ring, which is 36.7%.

Age between 41-50 years old, mostly prefer to buy ring, which is 100%.

Age between 50+ years old, mostly prefer to buy ring, which is 100%.

Table4.24 Shows an association between age and factor s that made respondents

mostly prioritize

Crosstab
Factors made you mostly prioritize.
Age : : - Total
Quality Design Price

21 - 30yearsold | Count 19 42 3 64

% within Age 29.7% 65.6% 4.7% 100.0%
31-40yearsold | Count 12 31 6 49

% within Age 24.5% 63.3% 12.2% | 100.0%
41 —-50yearsold | Count 0 1 1 2

% within Age 0.0% 50.0% 50.0% | 100.0%
50 yearsold + Count 0 0 1 1

% within Age 0.0% 0.0% 100.0% | 100.0%
Total Count 31 74 11 116

% within Age 26.7% 63.8% 9.5% 100.0%

Pearson
Chi-Square
P=.014

According to Table 4.24, factors that made respondent prioritize can be

shown by age group as following:

Age between 21-30 years old; mostly prioritize on design, which is 65.6%.

Age between 31-40 years old; mostly prioritize both on design, which is

63.3%

Age between 41-50 years old; mostly prioritize on design and price, which

are 50% and 50%.

Age between 50+ years old; mostly prioritize on price, which is 100%.
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Table4.25 Shows an association between age and reasons make respondents mostly

buy silver jewelry

Crosstab
Reasons make you mostly buy silver jewelry.
Age Per sonal . asagift | Personal Total
Use Souvenirs for others| Collection
21-30years | Count 42 3 18 1 64
old % within Age| 65.6% 4.7% 28.1% 1.6% 100.0%
31-40 years | Count 37 3 9 0 49
old % within Age| 75.5% 6.1% 18.4% 0.0% 100.0%
41-50 years | Count 2 0 0 0 2
old % within Age| 100.0% 0.0% 0.0% 0.0% 100.0%
50 yearsold +| Count 1 0 0 0 1
% within Age| 100.0% 0.0% 0.0% 0.0% 100.0%
Tota Count 82 6 27 d 116
% within Age| 70.7% 5.2% 23.3% 0.9% 100.0%

Pearson
Chi-Square
P=.930

According to Table 4.25, reasons that make respondents buy silver jewelry

can be shown by age group as following:

Age between 21-30 years old; mostly for personal use, which is 65.6%.

Age between 31-40 years old; mostly for personal use, which is 75.5%

Age between 41-50 years old; mostly for personal use, which is 100%.

Age between 50 + years old; mostly for personal use, which is 100%.

Table4.26 Shows an association between age and most influence person toward

silver jewelry buying decision

Crosstab
Mogt influence per son towardsyour siver jewery buying decison
Age Self- - . Husband/ | Boyfriend/
’ decision | arents| Siblings | Friends| ;e Gi?llfriend
21-30 | Count 45 5 0 2 1 11
years | % within | 70.3% 7.8% 0.0% 3.1% 1.6% 17.2% Pearson
old Age Chi-
31-40 | Count 36 1 1 1 2 8 Square
years | % within | 73.5% | 2.0% 2.0% 2.0% 4.1% 16.3% P=.275
old Age
41-50 | Count 1 0 0 1 0 0
years | % within | 50.0% | 0.0% 0.0% 50.0% 0.0% 0.0%
old Age
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Table4.26 Shows an association between age and most influence person toward

silver jewelry buying decision (cont.)

Crosstab
M ogt influence per son towardsyour siver jewery buying decison
Age Self- . . Husband/| Boyfriend/
’ decision | Farents| Siblings | Friendsi . Gi?llfriend Pearson
50 years | Count 1 0 0 0 0 0 Chi-
old+ [ 9% within | 100.0% | 0.0% 0.0% 0.0% 0.0% 0.0% Square
Age =
Tota | Count 83 6 1 4 3 19 275
% within | 71.6% | 5.2% 0.9% 3.4% 2.6% 16.4%
Age

According to Table 4.26, most influence person toward silver jewelry buying
decision can be shown by age group as following:

Age between 21-30 years old; mostly make their own decision, which is 70.3%.

Age between 31-40 years old; mostly meke their own decison, which is 73.5%

Age between 41-50 years old; mostly make their own decision and by friends,
which are 50% and 50%

Age between 50 + years old mostly make their own decision; which is 100%.

Table4.27 Shows an association between age and place respondents buy silver

jewelry
Crosstab
Where do you normally buy your silver jewelry?
Weekend Street
Age Department|market (1.E.| . .| Jewelry
side [ Online
store Jatuchak dore Store
Market)
21-30years | Count 18 11 3 30 2
old % within Age 28.1% 17.2% | 47% | 469%| 3.1% | Pearson
31-40 years | Count 14 11 5 18 1 Chi-
old %within Age | 28.6% 24% | 102% | 367%| 2.0% Psﬂugrgz
41-50 years | Count 0 0 0 2 0
old % within Age 0.0% 0.0% 0.0% | 100.0%| 0.0%
50yearsold + | Count 0 0 0 1 0
% within Age 0.0% 0.0% 0.0% | 100.0%| 0.0%
Total Count 32 22 8 51 3
% within Age 27.6% 19.0% 6.9% | 44.0%| 2.6%
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According to Table 4.27, place respondents buy silver jewelry can be shown
by age group as following:
Age between 21-30 years old; mostly make their purchase online, which is

46.9%.

Age between 31-40 years old; mostly make their purchase online, which is
36.7%

Age between 41-50 years old; mostly make their purchase online, which is
100%.

Age between 50 + years old mostly make their purchase online, which is
100%.

Table4.28 Shows an association between age and frequency respondents buy silver

jewelry
Crosstab
How often do you buy sliver jewelry per
year?
Al L ess than .3-5 .6—8 9times Total
3times times times and
per year per per above
year year per year
21-30 Count 45 12 4 3 64 Pearson
yearsold | 9% within Age 70.3% 18.8% 6.3% 4.7% 100.0% Chi-
31-40 Count 37 5 5 2 49 Square
yearsold | 9% within Age 75.5% 10.2% | 10.2% 4.1% 100.0% | P= 512
41-50 Count 2 0 0 0 2
yearsold | 9% within Age 100.0% 0.0% 0.0% 0.0% 100.0%
50 years | Count 0 1 0 0 1
old + % within Age 0.0% 100.0% | 0.0% 0.0% 100.0%
Total Count 84 18 9 5 116
% within Age 72.4% 15.5% 7.8% 4.3% 100.0%

According to Table 4.28, frequency respondents buy silver jewelry can be
shown by age group as following:

Age between 21-30 years old; mostly make their purchase less than 3 times
per year, which is 70.3%.



34

Age between 31-40 years old; mostly make their purchase less than 3 times
per year, which is 75.5%

Age between 41-50 years old; mostly make their purchase less than 3 times
per year which is 100%.

Age between 50 + years old mostly make their purchase 3-5 times per year,
which is 100%.

Table4.29 Showsan association between age and value amount respondents spend

to buy silver jewelry

Crosstab
How much do you normally spend in buying silver
jewelry?
A Lessthan | 3,000- 5,001- 10,001- 15,001
3,000 Baht | 5,000Baht | 10,000 15,000 Baht per
per buy | perbuy | Bahtper | Bahtper buy
buy buy
21-0 Count 36 11 8 3 6 Pearson
yearsold | % within Age | 56.3% 17.2% 12.5% 4.7% 9.4% Chi-
31-40 Count 27 10 6 2 4 Square
yearsold | % within Age | 55.1% 20.4% 12.2% 4.1% 8.2% P=.998
41-50 Count 2 0 0 0 0
yearsold | % within Age | 100.0% 0.0% 0.0% 0.0% 0.0%
50years | Count 1 0 0 0 0
old + % within Age | 100.0% 0.0% 0.0% 0.0% 0.0%
Total Count 66 21 14 5 10
% within Age | 56.9% 18.1% 12.1% 4.3% 8.6%

According to Table 4.29, value amount respondents spend to buy silver

jewelry can be shown by age group as following:

Age between 21 — 30 years old; mostly make their purchase less than 3,000
Baht per buy, which is 56.3%.
Age between 31-40 years old; mostly make their purchase less than 3,000
Baht per buy, which is 55.1%
Age between 41-50 years old; mostly make their purchase less than 3,000
Baht per buy, which is 100%.
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Age between 50 + years old mostly make their purchase less than 3,000 Baht
per buy, which is 100%.

Table4.30 Shows an association between age and sour ce wher e respondents get

their news and information about silver jewelry from

Crosstab
Where do you get news and infor mation about gems
and silver jewelry?
Age
Product . ) , Internet/
Television | Magazine | Billboard )
Catalog Website
21-30 | Count 5 1 4 0 31
yearsold | % within Age 7.8% 1.6% 6.3% 0.0% 48.4% Pearson
31-40 | Count " 0 2 1 15 Chi-
yearsold | % within Age 14.3% 0.0% 4.1% 2.0% 30.6% Square
41-50 | Count 0 0 1 0 0 P=.103
yearsold | % within Age 0.0% 0.0% 50.0% 0.0% 0.0%
50 years | Count 1 0 0 0 0
old+ | % within Age 100.0% 0.0% 0.0% 0.0% 0.0%
Tota Count 13 1 7 1 46
% within Age 11.2% 0.9% 6.0% 0.9% 39.7%

According to Table 4.30, source where respondents get their news and
information about silver jewelry from can be shown by age group as following:

Age between 21-30 years old; mostly get their news and information about
silver jewelry from Internet and Website, which is 48.4%.

Age between 31-40 years old; mostly get their news and information about
silver jewelry from Internet and Website, which is 30.6%

Age between 41-50 years old; mostly get their news and information about
silver jewelry from magazine, which is 100%.

Age between 50 + years old; mostly get their news and information about
silver jewelry from Product Catalog, which is 100%.
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Table4.31 Showsan association between monthly income and types of slver jewelry

respondents mostly buy

Crosstab
Types of silver jewelry you mostly buy.
Monthly Income , -
Ring | Earring | Necklace | Bracelet | Bangle
Below or | Count 0 0 0 1 0
equivalent to | % within Monthly | 0.0% 0.0% 0.0% 100.0% | 0.0%
9,000 Baht | Income
9,001-15,000 | Count 6 0 1 1 1
Baht % within Monthly | 66.7% | 0.0% 11.1% 11.1% | 11.1%
Income
15,001- Count 2 3 0 1 0 Pearson
20,000 Baht | 9o within Monthly | 33.3% | 50.0% 0.0% 16.7% 0.0% Chi-
Income Square
20,001- Count 2 9 4 2 0 P=.084
25,000 Baht | 9% within Monthly | 11.8% | 52.9% 23.5% 11.8% 0.0%
Income
From 30,001 | Count 37 25 7 12 2
Bahtand | % within Monthly | 44.6% | 30.1% 8.4% 14.5% 2.4%
above Income
Tota Count 47 37 12 17 3
% within Monthly | 40.5% | 31.9% 10.3% 14.7% 2.6%
Income

According to Table 4.31, types of silver jewelry respondents mostly buy
can be shown by monthly income level as following:

Monthly Income Level below or equivalent to 9,000 Baht, mostly prefer to
buy bracelet, which is 100%.

Monthly Income Level 9,001-15,000 Baht mostly prefer to buy ring, which
is 66.7%.

Monthly Income Level 15, 001-20,000 Baht mostly prefer to buy ring, which
is 33.3%.

Monthly Income Level 20,001-25,000 Baht mostly prefer to buy earring,
which is 52.9%.

Monthly Income Level from 30, 001 Baht and above mostly prefer to buy
ring, which is 44.6%.
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Table4.32 Shows an association between monthly income and factors made

respondents mostly prioritize

Crosstab
Factors made you mostly
Monthly Income prioritize. Total
Quality | Design Price
Below or Count 0 1 0 1
equivalentto | 9% within Monthly Income | 0.0% | 100.0% | 0.0% [ 100.0%
9,000 Baht
9,001-15,000 | Count 2 7 0 9 Pearson
Baht % within Monthly Income | 22.2% 77.8% 0.0% 100.0% Chi-
15,001-20,000 | Count 1 4 1 6 Square
Baht % within Monthly Income | 16.7% | 66.7% | 16.7% | 100.0% | P=.466
20,001-25,000 | Count 8 9 0 17
Baht % within Monthly Income | 47.1% | 52.9% 0.0% 100.0%
From 30,001 | Count 20 53 10 83
Baht and above | % within Monthly Income | 24.1% | 63.9% | 12.0% | 100.0%
Total Count 31 74 11 116
% within Monthly Income | 26.7% 63.8% 9.5% 100.0%

According to Table 4.32, factors made respondents mostly prioritize can
be shown by monthly income level as following:

Monthly Income Level below or equivalent to 9,000 Baht, mostly prioritize
on design, which is 100%.

Monthly Income Level 9,001-15,000 Baht mostly prioritize on design, which

IS 77.8%.

Monthly Income Level 15, 001-20,000 Baht mostly prioritize on design, which
is 66.7%.

Monthly Income Level 20,001-25,000 Baht mostly prioritize on design, which
1S 52.9%.

Monthly Income Level from 30,001 Baht and above mostly prioritize on
design, which is 63.9%.
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Table4.33 Shows an association between monthly income and reason to buy

silver jewelry

Monthly Income

Crosstab
Reasons make you mostly buy silver jewelry.
Monthly Income Per sonal .| asadgift for | Personal
Use Souvenirs others Collection
Below or Count 1 0 0 0
equivalentto | 9% within 100.0% 0.0% 0.0% 0.0%
9,000 Baht [ Monthly Income
9,001-15,000 |Count 6 2 1 0
Baht % within 66.7% 22.2% 11.1% 0.0%
Monthly Income
15,001-20,000 | Count 5 0 1 0
Baht % within 83.3% 0.0% 16.7% 0.0%
Monthly Income
20,001-25,000 | Count 14 0 3 0
Baht % within 82.4% 0.0% 17.6% 0.0%
Monthly Income
From 30,001 | Count 56 4 22 1
Baht and above | % within 67.5% 4.8% 26.5% 1.2%
Monthly Income
Tota Count 82 6 27 1
% within 70.7% 5.2% 23.3% 0.9%

Pearson
Chi-Square
P=.706

According to Table 4.33, reason to buy silver jewelry can be shown by monthly

income level as following:

Monthly Income Level below or equivalent to 9,000 Baht mostly for persona
use, which is 100%.
Monthly Income Level 9,001-15,000 Baht mostly for personal use, which

is 66.7%.

Monthly Income Level 15,001-20,000 Baht mostly for personal use, which

is 83.3%.

Monthly Income Level 20,001-25,000 Baht mostly for personal use, which

is 82.4%.

Monthly Income Level from 30,001 Baht and above mostly for personal

use, which is 67.5%.
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Table4.34 Shows an association between monthly income level and most influential

person towards silver jewelry buying decis

Crosstab
Most influence per son towar ds your silver
jewelry buying decision.
Monthly Income
Self- . i Husband/
. Parents| Siblings | Friends i
decision Wife
Below or Count 1 0 0 0 0
equivalent to | 9% within 100.0% 0.0% 0.0% 0.0% 0.0%
9,000 Baht | Monthly Income
9,001- Count 6 1 0 0 0
15,000 Baht | 9% within 66.7% 11.1% 0.0% 0.0% 0.0%
Monthly Income
15001~ | Count 5 0 0 0 0 cr:irqszgre
20,000 Baht | 9 within 83.3% 0.0% 0.0% 0.0% 0.0% P= 083
Monthly Income
20,001- Count 15 0 0 1 1
25,000 Baht | % within 88.2% 0.0% 0.0% 5.9% 5.9%
Monthly Income
From 30,001 | Count 56 5 1 3 2
Bahtand | % within 67.5% 6.0% 1.2% 3.6% 2.4%
above Monthly Income
Tota Count 83 6 1 4 3
% within 71.6% 5.2% 0.9% 3.4% 2.6%
Monthly Income

According to Table 4.34, most influential person towards silver jewelry
buying decision by monthly income level asfollowing:

Monthly Income Level below or equivaent to 9,000 Baht mostly make their
own decision to buy, which is 100%.

Monthly Income Level 9,001-15,000 Baht mostly make their own decision
to buy, which is 66.7%.

Monthly Income Level 15, 001-20,000 Baht mostly make their own decision
to buy, which is 83.3%.

Monthly Income Level 20,001-25,000 Baht mostly make their own decision
to buy, which is 88.2%.

Monthly Income Level from 30,001 Baht and above mostly make their own
decision to buy, which is 67.5%.
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Table4.35 Shows an association between monthly income level and place of

purchase
Crosstab
Wheredo you normally buy your silver jewelry?
Monthly Income Departmen Weekend market Street )
{ Sore (I.E. Jatuchak ddesore Online
Market)
Below or Count 0 0 1 0
equivalent to 9,000 | % within Monthly 0.0% 0.0% 100.0% 0.0%
Baht Income
9,001-15,000 Baht | Count 1 3 1 3
% within Monthly 11.1% 33.3% 11.1% 33.3%
Income
15,001-20,000 Count 2 1 0 3
Baht % within Monthly 33.3% 16.7% 0.0% 50.0%
Income
20,001-25,000 Count 3 1 2 11
Baht % within Monthly 17.6% 5.9% 11.8% 64.7%
Income
From 30,001 Baht | Count 26 17 4 34
and above % within Monthly 31.3% 20.5% 4.8% 41.0%
Income
Count 32 22 8 51
Total % within Monthly 27.6% 19.0% 6.9% 44.0%
Income

According to Table 4.35, place of purchase towards silver jewelry buying
decision by monthly income level as following:

Monthly Income Level below or equivalent to 9,000 Baht mostly purchase
on street side store, which is 100%.

Monthly Income Level 9,001-15,000 Baht mostly purchase at weekend
market, i.e., Jatuchak Market and online, which are 33.3% and 33%.

Monthly Income Level 15, 001-20,000 Baht mostly purchase online, which is
50.0%.

Monthly Income Level 20,001-25,000 Baht mostly purchase online, which is
64.7%.

Monthly Income Level from 30,001 Baht and above mostly purchase online,
which is 41.0%.



Table4.36 Shows an association between monthly income level and frequency

respondents buy silver jewelry per year

Crosstab
How often do you buy dliver jewelry per year?
Lessthan ) ) 9timesand
Monthly Income , 3-5times | 6-8times
3times above per
per year per year per year year
Below or Count 1 0 0 0
equivalentto  |% within Monthly Income 100.0% 0.0% 0.0% 0.0%
9,000 Baht
9,001-15,000 |Count 8 0 1 0
Baht % within Monthly Income 88.9% 0.0% 11.1% 0.0%
15,001-20,000 |Count 2 3 1 0
Baht % within Monthly Income 33.3% 50.0% 16.7% 0.0%
20,001-25,000 |Count 9 i 0 1
Baht % within Monthly Income 52.9% 41.2% 0.0% 5.9%
From 30,001 |Count 64 8 7 4
Baht and above (% within Monthly Income 77.1% 9.6% 8.4% 4.8%
Total Count 84 18 9 5
% within Monthly Income | 72.4% 15.5% 7.8% 4.3%

According to Table 4.36, frequency respondents silver jewelry buying decison
by monthly income level asfollowing:

Monthly Income Level below or equivaent to 9,000 Baht mostly purchases
less than 3 times per year, which is 100%.

Monthly Income Level 9,001-15,000 Baht mostly purchase less than 3 times
per year, which is 88.9%

Monthly Income Level 15,001-20,000 Baht mostly purchase 3-5 times per
year, which is 50.0%.

Monthly Income Level 20,001-25,000 Baht mostly purchase lessthan 3 times
per year, which is 52.9%.

Monthly Income Level from 30,001 Baht and above mostly purchase less
than 3 times per year, which is 77.1%.
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Table4.37 Shows an association between monthly income level and amount spend

on silver jewelry per buy

Crosstab

How much do you normally spend in buying
silver jewelry?

Monthly Income Lessthan 3,000- 5,001- 10,001-
3,000 5,000 10,000 15,000
Baht per | Baht per | Baht per | Baht per
buy buy buy buy
Below or Count 1 0 0 0
equivalent to | 9% within Monthly 100.0% 0.0% 0.0% 0.0%
9,000 Baht | Income
9,001-15,000 | Count 6 1 1 1
Baht % within Monthly 66.7% 11.1% 11.1% 11.1%
Income
15,001- Count 4 2 0 0
20,000 Baht | % within Monthly 66.7% 33.3% 0.0% 0.0%
Income
20,001- Count 12 1 3 0
25,000 Baht | % within Monthly 70.6% 5.9% 17.6% 0.0%
Income
From 30,001 | Count 43 17 10 4
Bahtand [ 9% within Monthly 51.8% 20.5% 12.0% 4.8%
above Income
Total Count 66 21 14 5
% within Monthly 56.9% 18.1% 12.1% 4.3%
Income

Pearson
Chi-
Square
P=.881

According to Table 4.37, amount spends per buy by monthly income level

asfollowing:

Monthly Income Level below or equivaent to 9,000 Baht mostly purchases
less than 3,000 Baht per buy, which is 100%.
Monthly Income Level 9,001-15,000 Baht mostly purchase less than 3,000
Baht per buy which is 66.7%
Monthly Income Level 15, 001-20,000 Baht mostly purchase less than 3,000

Baht per buy, which is 66.7%.
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Monthly Income Level 20,001-25,000 Baht mostly purchase less than 3,000
Baht per buy, which is 70.6%.

Monthly Income Level from 30,001 Baht and above mostly purchase less
than 3,000 Baht per buy, which is 51.8%.

Table4.38 Shows an association between monthly income and source where

respondents get news and information about silver jewelry from

Crosstab
Where do you get news and information about
gemsand silver jewelry?
Monthly Income Silver Gemsand
Mg Jewelry Jewelry
Website .
Store Fair
Below or Count 1 0 0 1
equivalentto | % within Monthly Income 100.0% 0.0% 0.0% 100.0%
9,000 Baht
9,001-15,000 | Count 4 3 1 9
Baht % within Monthly Income 44.4% 33.3% 11.1% 100.0%
15,001-20,000 | Count 4 0 0 6
Baht % within Monthly |ncome 66.7% 0.0% 0.0% 100.0%
20,001-5,000 | Count 8 5 1 17
Baht % within Monthly |ncome 47.1% 29.4% 5.9% 100.0%
From 30,001 | Count 29 34 4 83
Baht and above | % within Monthly Income 34.9% 41.0% 4.8% 100.0%
Tota Count 46 42 6 116
% within Monthly Income 39.7% 36.2% 5.2% 100.0%

According to Table 4.38, source where respondents get news and information
about silver jewelry from by monthly income level as following:

Monthly Income Level below or equivaent to 9,000 Baht mostly gets news
and information about silver jewelry from internet and website, which is 100%.

Monthly Income Level 9,001-15,000 Baht mostly gets news and information
about silver jewelry from internet and website, which is 66.7%

Monthly Income Leve 15, 001-20,000 Baht mostly gets news and information
about silver jewelry from internet and website, which is 66.7%.

Monthly Income Leve 20,001-25,000 Baht mostly gets news and information

about silver jewelry from internet and website, which is 47.1%.



Monthly Income Level from 30,001 Baht and above gets news and information
about silver jewelry from internet and website, which is 39.7%.

4.4 Multiple Regression Analysis of Silver Jewelry Buying Decision

of Thai Consumer In Silom Area, Bangkok

Table4.39 Shows ANOVA result from running multiple linear regressions

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 | Regression | 1.089 4 272 .387 817°
Residual | 78.061 111 .703
Tota 79.150 115

a. Dependent Variable: Buying Decision
b. Predictors: (Constant), Promotion, Product, Price, Place

As using the proposed marketing mix factors as predictors (Independent
variables) and silver jewelry buying decision as dependent variables, Table 4.39 shows
the ANOVA result which demonstrated the significant level of those marketing mix factors
at 0.00 as any values less than 0.05 are typically considered significant. Consequently,
the results imply that marketing mix factors such as product, price, place, promotion are
rejected, as the result in the ANOVA table is 0.817, which is more than 0.05 and not

related to the silver jewelry buying decision of Thai consumer in Silom area, Bangkok.

Table4.40 Model Summary from running multiple linear regressions
Model Summary
Model R R Square | Adjusted R Square | Std. Error of the Estimate
1 A178 .014 -.022 .839
a. Predictors: (Constant), Promotion, Product, Price, Place

AsAdjusted R square' s value was -0.022, the result indicates that the dependent

variables (silver jewelry buying decision of Thai consumers in Silom area) cannot be
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explained by the independent variables (marketing mix factors; product, price, place,
promotion) at -2.2 percent. Having negative adjusted R square can be interpreted as
being zero meaning there is no relationship between independent variables (marketing
mix factors; product, price, place, promotion) and dependent variables (silver jewelry

buying decision of Thal consumersin Silom area).

Table4.41 Coefficient Number from running multiple regressions

Coefficients”

Unstandardized Standar dized

M odel Coefficients Coefficients t Sig.
B Std. Error Beta

1 (Constant) 1.619 .567 2.857 | .005
Product 118 158 .083 q47 457
Price -.054 140 -.049 -.388 | .699
Place -.128 162 -.109 -788 | .432
Promotion 123 124 128 .993 323

a. Dependent Variable: Buying Decision

Refer to table 4.41, 4 independent variables are found to have no relationship
towards dependent variables since those independents variables have the level of significant
more than 0.05. Further, the result illustrated that the relationship between independent
variables (marketing mix factors; product, price, place, promotion) and dependent variables
(silver jewelry buying decision) cannot be used to make predictions.

45 Discussion

The result of this paper has been different from others; since all 4 proposed
factors (marketing mix factors; product, price, place, and promotion) have no relationship
towards silver jewelry buying decision of Thai consumers in Silom area. Since this
research paper focuses on silver jewelry and the buying decision of Thai consumersin
Silom area; most respondants which this paper has collected were female. Women in
Silom area are mostly well educated with white collar career path. They are likely to

buy jewelry as their rewards of achievement and to portray their self-esteem. (Britton,
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2012) Women tend to use jewelry and cosmetics to manipulate their appearance. This
is because women pays high attention to things that will positively boost their self-esteem.
Since, thisis relating to the self-esteem, therefore, marketing mix factors (product, price,
place and promotion) may not be the most influenctial factors, but expectedl to be more
of psychology (self-esteem, habits and beiefs) for Thai consumersin Sllom area. Therefore,
the results come out as below.

1. Product (Sig = 0.457)

Product is the first shown on Table 4.41, which significant level is more
than 0.05. Therefore, it should not be considered as an influential factor towards silver
jewelry buying decision of Tha consumer in Silom area, Bangkok. Since al respondants
were from only in Silom area, most of them are young white collar office people. They
tend not to care of the product that much. They prefer things that will positively give
them a good self-esteem and fits well with their lifestyles.

2. Price (Sig=0.699)

Price is shown in Table 4.41, which significant level is more than 0.05.
Therfeore, it should not be considered as an influential factor towards silver jewelry
buying decision of Thai consumers in Silom area, Bangkok. Since all respondants were
from only in Silom area, respondants tend not to worry about the price so much as
they are able to afford things as a reward for their achievement.

3. Place (Sig = 0.432)

Place is shown in Table 4.41, which significant level is more than 0.05.
Therefore, it should not be considered as an influential factor towards silver jewelry
buying decision of Thai consumers in Silom area, Bangkok. Since all respondants
were from only in Silom area, they see that they can buy products anywhere at
anytime, because everything this days seem to be convenience for them.

4. Promotion (Sig = 0.323)

Promotion is shown in Table 4.41, which significant level is more than 0.05.
Therefore, it should not be considered as an influential factor towards silver jewelry
buying decision of Thai consumers in Silom area, Bangkok. Since al respondants were
from only in Silom area, they do want to wait for, such as sales season, they see that

they can afford the product at anytime of the year.
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CHAPTER YV
CONCLUSION AND LIMITATION

This research paper studies factors which are influencing silver jewelry buying
decision of Thai consumersin Silom area, Bangkok. The research objectivesare 1) To
study an influencing personal factors such as age, gender, education, occupation, income
level, and maritia status, towards silver jewelry buying decision of Thai consumersin
Silom area, Bangkok. 2) To study the marketing mix strategy such as price, product,
place, people, promotion, towards silver jewelry buying decision of Thai consumersin
Silom area, Bangkok. 3) To study the relationship between characteristics factor and
silver jewelry buying decision of Thai consumersin Silom area, Bangkok.

The sample populations are those who work in Silom area. The sample size
was 200 respondants, however, only 116 respondants were usuable. There is a 90%
confident level; and the standard error is 0.10. An online questionare was distributed.
Questionare has 3 parts. Part 1 comprises 6 questions of information of participants.
Part 2 comprises 8 questions of silver jewelry buying behavior of participants. Part 3
comprises 26 questions of information on marketing mix factors in silver jewelry buying
decision.

This research survey is a quantitative, which is divided into 2 parts. First is
the descriptive statistics, which to find the frequency, percentage, mean, and standard
deviation to explain all relating factors. Second is the statistical hypothesis, which to
find the Chi- square, t-Test and One- way Anova, using a computer program, SPSS
(Statistical Package for the Social Science for Windows) to do statistical analysis.

Along the processes of fcator analysis and multiple linear rgression, 4 factors,
which are product, price, place and promotion, were found not to have the relevances.
Conseqguently, to answer the research question, which attempts to find the most influential
factors effecting silver jewelry buying decision of Thai consumer in Silom area, Bangkok,
the research manage to prioritise the factors according to their significance level in the
coefficient table 4.41:
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Product (Sig = 0.457)
Price (Sig = 0.699)
Place (Sig=0.432)
Promotion (Sig = 0.323)

Part 1 Analysisresult on influencing personal factors such as age, gender,

education, occupation, income level, and maritial status of the respondants.

1.

o oA W N

Most respondants are female

Age: 21- 30 yearsold

Status: Single

Education Level: Higher than Bachelor degree
Occupation: Employee of private sector
Monthly Income: From 30, 001 Baht and above

Part 2 Analysis result on the marketing mix strategy such as price, product,

place, promotion, towards silver jewelry buying decision of Thai consumers in Silom

area, Bangkok.

i

© N o g &~ DN

website.

M ost respondants prefer to buy ring.

M ost respondants proritise on design.

Most respondants buy silver jewelry for persona use purpose.

Most respondants make their own decision to purchase.

M ost respondants prefer to buy silver jewelry online.

Most respondants buy silver jewelry lessthan 3 times per year.

Most respondants spend less than 3,000 Baht per buy on silver jewelry
Respondants get news and information about silver jewelry by internet/

Part 3 Analysis result on the relationship between personal factors such as

gender, age, monthly income level and silver jewery buying decision of Thai consumers

in Silom area, Bangkok.

1.

Gender

Male prefersto buy ring.

Female prefers to buy earring.

Male and Female prioritise on design

Male and female buy silver jewelry for personal use purpose.



internet/ website.

49

Male and female make their own decision for buying.

Male and female buy silver jewelry online.

Male and female buy silver jewelry less than 3 times per year.
Male and femal e spend less than 3,000 Baht per buy.

Male and femal e get news and information about silver jewelry from

2. Age

Mostly prefer to buy ring.

Mostly prioritise on design.

Mostly buy silver jewelry for personal use.

Mostly make their self decsion to buy silver jewelry.

Mostly buy silver jewelry online.

Mostly buy silver jewelry less than 3 times per year.

Mostly spend less than 3,000 Baht per buy on silver jewelry.

Mostly get news and information from internet/ website.

3. Monthly income |evel

Mostly prefer to buy ring.

Mostly prioritise on design.

Mostly buy silver jewelry for personal use.

Mostly make their self decsion to buy silver jewelry.

Mostly buy silver jewelry online.

Mostly buy silver jewelry lessthan 3 times per year.

Mostly spend less than 3,000 Baht per buy on silver jewelry.

Mostly get news and information from internet/ website.

Part 4 Analysis result on the marketing mix factors in silver jewelry buying

decision of Thai consumersin Silom area, Bangkok.
1. Productsisin the high level with average of 3.88. This finds that good

guality has an average of 4.08.

2. Priceisinthe high level with average of 3.88. This finds that good value

for money has an average of 4.00.
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3. Placeisin the average level with average of 3.45. Thisfindsreiable store
and good reputation has an average of 3.87.
4. Promotionisin the high level with average of 3.77. Thisfinds that product

warranty has an average of 4.15.

5.1 Results

According to the studies, there are points to discuss as following:

Respondants point out that a good design silver jewelry is the most important
marketing mix factor which influence silver jewelry buying decision of Thai consumersin
Silom area, Bangkok. In term of price, respondants point that good value for money is
the most important marketing mix factors. In term of place or distribution, reliable store
and good reputation is better to make decision. Promation is important in term of product

warranty.

5.2 Suggestion

This studies found that most respondants make their silver jewelry buying
decision base on the design. Most prefer to buy ring for persona use purpose. They buy
silver jewelry less than 3 times per year, with amount spending less than 3,000 Baht
per buy. Most prefer to buy silver jewelry via an online as well as receiving news and
information about silver jewelry.

Therefore, researcher would like to suggest business owner to pay attention
on product’s design in order to match with customer’s demand, and also emphasis on
ring. There should be new products every 3 months with affordable price. Business owner
should start their website or consider an online channel as a distribution medium. This
is because most respondants prefer to buy silver jewelry online. Business owner should
promote and advertise of their store via an online channel. Thiswill hopefully increase

the sales volume.
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5.3 Limitation of the Study
1. Some respondants did not want to reveal their general informations.

2. Limitation of time

5.4 Suggestion for Future Study
Most respondants prefer to buy silver jewelry online, this may be because
of the sample group was from only Silom area, Bangkok. Therefore, other location is

to be considered as well.



52

REFERENCES

Anonymous (2016). Thailand's Gem and Jewelry Import- Export Performance in
2013-2014. Bangkok.

Askew, M. (2002). Bangkok: Place, Practice and representation. London: Routledge.

Britton, A. (2012). The Beauty Industry's Influence on Women in Society.

Cardwell, M. (2000). The complete A-Z psychology handbook (2nd ed.). London: Hodder
& Stoughton.

Church, A. T. (2006). Implicit theories and self perceptions of traitedness across cultures.
Journal of Cross- Cultural Psychology, 694-716.

Cochran, W. G. (1963). Sampling Techniques (2 ed.). New Y ork: John Wiley and Sons.

Fishbein, M., & Ajzen, |. (1975). Belief, Attitude, Intention, and Behavior. MA: Addison-
Wesley.

Historical Chart: Slver. (2012). Retrieved August 7, 2016, from Kitco: http://www.kitco.
com/scripts/hist_charts'yearly _graphs.plx

King Mongut's I nstitute of Technology Lardkrabang& Northernillinois University, U.
(2004). Jewelry Art& Design Journal. Jewelry Art& Design Journal.

Korff, R. (1996). Sojourn. Journal of Social Issuesin Southeast Asia, 11(2), 288-313.

Kotler, P., & Armstrong, G. (1996). Principle of Marketing. (International ed.). New
Jersey: Prenyice Hall.

Kotler, P., Armstrong, G., Saunders, J., & Wong, V. (1999). Principles of Marketing
(Second European ed.). Upper Sadle River: Prentice Hall Inc.

Kotler, P., Armstrong, G., Wong, V., & Saunders, J. (2008). Principles of Marketing.
London: Prentice Hall.

Marshdl, G. W., & Johnston, M. W. (2010). Marketing Management. New Y ork: McGraw-
Hill/ Trwin.

Scott, J. E., Vinson, D. E., & Lamont, L. M. (1997, April). The role of personal values
in marketing and consumer behavior. Journal of Marketing, 44-50.



53

The Telegraph: Finance. (2012). Retrieved August 7, 2016, from The Telegraph:http://
www.tel egraph.co.uk/finance/personal finance/investing/gol d/5120307/Gol
d-Is-silver-the-new-gold.html

William, J. (1991 August). Congtant questions or congtant meanings? Assessing intercultura
motivations in alcohol drinks. Marketing and Reseach Today, 169-176.






55

Appendix A: Questionnaire

This guestionnaire studies about factors, which influence silver jewelry
buying decision of Thai consumersin Silom area, Bangkok.

These data will be use as the input for studies the factors, which influence
silver jewelry buying decision of Thai consumersin Silom area, Bangkok.

This questionnaire contains in 3 parts as below:

Partl: General information of participants.

Part2: Information on silver jewelry buying behavior of participants.

Part3: Information on marketing mix factorsin silver jewelry buying decision.

Part 1 Genera Information of participants.

Instruction: Please check v in [ of your answer.

1. Gender
1 Mde [ Female

2. Age
[] Below or equivalent to 20 years old
[121-30 yearsold
[1 31-40 yearsold
[1 41-50 yearsold
[1 50 yearsold +

3. Marital Status
[] Single [J Married [J Divorced/ Widowed
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4. Education Level

[] Pratomsuksa

[] Mathayomsuksa

[1 Higher education (Lower than Bachelor degree but higher than Mathayomsul sa)
[] Bachelor Degree

[ I Higher than Bachelor degree

5. Occupation
[] Students

[IEmployee of State Enterprise
[] Public Servant

[J Employee of Private Sector

[] Self Employ/ Business Owner
[1 Others, Please specify

6. Monthly Income

[] Below or equivalent to 9,000 Baht
[] 9,001-15,000 Baht

[J 15,001-20,000 Baht

[J 20,001-25,000 Baht

[J From 30,001 Baht and above



Part 2 Information on silver jewelry buying behavior of participants.

Instruction: Please check v" in [ of your answer.

7. Typesof silver jewelry you mostly buy.
[0 Ring [] Earring [] Pendant

[ Necklace [] Bracelet [1 Bangle

8. Factors made you mostly prioritize.
L1 Quality (1 Design [1 After Sales Services
L1 Price L] In- store Sales Person Service

9. Reasons make you mostly buy silver jewelry.
[J Personal Use L] Souvenirs

[ 1 asagift for others [ Persona Collection

10. Most influence person towards your silver jewelry buying decision.
[1 Self decision [1 Parents [1 Siblings
[ Friends (] Husband/ Wife  [1 Boyfriend/ Girlfriend
[] Son/ Daughter

11. Where do you normally buy your silver jewelry?
[] Department store  [1 Weekend market (1.E. Jatuchak Market)
[ Street side store (1 Online 1 Jewelry Store
[] Gems and Jewelry Exhibition/ Fair

12. How often do you buy diver jewelry per year?
[J Lessthan 3 times per year (1 3- 5times per year

[] 6- 8 times per year [ 9 times and above per year



13. How much do you normally spend in buying silver jewelry?
[ ] Lessthan 3,000 Baht per buy

[1 3,000-5,000 Baht per buy
[] 5,001-10,000 Baht per buy
[ 10,001-15,000 Baht per buy
[1 15,001 Baht per buy

14. Where do you get news and information about gems and silver jewelry?
[] Product Catalog L] Television (1 Magazine

[ Billboard LI Internet/ Website [ Silver Jewelry Store
[] Gems and Jewelry Fair
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Part 3 Information on marketing mix factorsin silver jewelry buying decision.

59

Instruction: Please check v in [ of your answer (Strongly Agree =5, Agree =4, Fair = 3,

Disagree = 2, Strongly Disagree = 1)

Marketing Mix Factorsin Silver Jewelry
Buying Decision

Level of Satisfaction
towar ds buying decision

5

4

3

2

1

Product

15.

Silver jewelry has a unique characteristics

16.

Silver jewelry hasits own value

17.

Silver jewelry has variety of design

18.

Silver jewelry isfashionable

19.

Silver jewelry has a good quality

20.

Silver jewelry can be customised

21.

Clear 925 stamp for product standard

Price

22.

Good value for money

23.

Price is negotiable

24,

Priceis clearly shown

Place or Distribution

25.

Reliable store and good reputation

26.

Purchase Convenience

27.

Nicely decorative Store makes it easier to purchase

28.

In-store atmosphere

29.

Products can be purchased via on-line channel

30.

Home delivery is available

Promotion

31

Products catalog is available

32.

Advertisements on traditional medias

33.

Advertisements on website and social medias

34.

Varieties of sale promotion

35.

Seasonal Sales Discount

36.

Discount VVoucher for next purchase

37.

Informative Staff

38.

After sales service available
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Marketing Mix Factorsin Silver Jewelry
Buying Decision

Level of Satisfaction
towar ds buying decision

5

4

3

2

1

39. Product warranty

40. Exchange and refundable
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